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Abstract. This paper investigated the concept of beauty as communicated by beauty products 
advertisements. The investigation was further carried out to critically reveal the white 
supremacy insinuated from the communication of the advertisements. Using critical discourse 
analysis approach, this study revealed the communication of white supremacy as insinuated 
from the product advertisements. Fifteen advertisement samples from 6 brands of women 
beauty products were analyzed in terms of the text, image, and the connection between them. 
There were consistent recurring communication of beauty and preference for white-orientated 
concept of beauty in all product advertisements. All the textual components and discursive 
conditions confirmed the existence and communication of the white supremacy. It could be 
concluded that communication of superiority and inferiority were presented. Implication of this 
study included the damaging act of such texts in creating sustainable multi race world. 
1. Introduction 
Segregation and discrimination were ever present even in today’s developed and multi-racial world 
[1,2]. This is because racism is regarded as a social system of racial or ethnic domination. Such long 
embedded system is identified as consisting of two main subsystems: racist social cognition (pre-dice), 
racist ideology) underlying racist practices (discrimination). It is implied that racial precedence and the 
idea of racism has become a continuous challenge for a better and sustainable world community. It is 
commonly believed that "the chance of a person's life from birth to death is determined by race" [1]. 
Unpleasant but continuously apparent, racism becomes a two-sided coin: positive side and negative 
side. The positive side means that racism can increase understanding of culture and identity, so that 
people will understand their culture. Since then, they can be more aware of their culture or identity, 
and they can preserve their cultural traditions or values. That's the positive side; racism can increase 
nationalism in humans. The downside is that racism will increase chauvinism, and because of 
chauvinism, people can hate each other, and the worst impact is eternal conflict. There are always 
groups that dominate and dominated groups. A stronger group will try to control the rest, including 
controlling the mindset and behavior of others so that they are in line with what the dominating group 
wants. 
 The negative aspect for racism of domination could be identified to be apparent in various forms 
and media. One form is through advertising. According to dictionary [3] advertisements are public 
notices, whether they are on the press or broadcast over the air. Thus, advertising is always among 
people, and it shaped people's mind-sets. One of many factors in advertising is the complexity of 
communication that operates in advertisement, in with goals and strategies may lead to various types 
 
 
 
 
 
 
of impacts on the mind, feeling and consumers’ actions [4]. Advertising has an impact on society with 
many things that will influence and persuade them to do something that is usually associated with 
marketing, but in this study, advertising should not only provide something explicit in an effort to 
increase sales. Advertising is believed to contain ideological and political messages that penetrate the 
mindset of society in a subtle and massive manner. Researchers argue that advertising can be a form of 
neocolonialism that colonizes the community by conveying implicit messages that have been 
repeatedly repeated to unconscious people to get a mindset that is dominated into the intended plan. 
This soft action makes ordinary people not aware of it.  
2. Critical Discourse Analysis and the Stipulated Beauty in Advertisements 
CDA is a critical perspective of doing multiple sub-discipline analysis socio-political agenda [5]. Also, 
critical discourse analysis is needed to probe and discover power abuse by dominant (elite) group and 
institution [1,2]. Power abuse in this case is an action of the “elite group” to misuse power that they 
have in order to accomplish their interest. This can cause manipulation and inequality in practice. 
Critical discourse analysis is designed to support the dominated group in scope of inequality 
reproduced in text or talk. Furthermore, CDA has a common interest in language role as transmission 
of knowledge, the consolidation of hegemonic discourses, and the organization of institutional life. It 
means CDA will always get intersected by other disciplines, as socio-cognition which is also used in 
this research. Previous studies have revealed the stipulation of beauty and impertinent prevalence of 
white ideals in advertisements [8,9,10]. In the same manner, this present study aims at investigating 
the hidden messages of white supremacy and ideals of beauty as depicted in the subtexts of the beauty 
advertisements.  
3. Research Methods 
The data for this study was taken from 15 printed advertisements from 8 beauty products/brands:  
Dove, Pantene, Olay, Elvive, Bobbi Brown, Nutrisse, and Head & Shoulders. Theories used for 
identifying and analyzing the ideological and political messages were CDA (Critical Discourse 
Analysis) [1,2] and intertextuality [6,7]. Critical Discourse Analysis is the author's tool for expressing 
implicit messages and intended meanings that show white supremacy in advertisements. The ad itself 
according to the dictionary [3] ad is a public notification. That means ads will get notifications from 
people to influence them. Before arriving at the definition of critical discourse analysis, the definition 
of discourse itself must be defined. Therefore, discourse is a practice that builds the world in meaning 
[1,2]. Through this definition, it is known that discourse also represents the world because it creates it 
in meaning through words. As a practice, discourse has the characteristics of certain collection 
practices. In this study, advertising is a collection practice that will be analyzed. Collection practice 
means a collection of several similar research objects. 
Data collection procedure follows the steps as seen in Fig.1: 
 
 
     
      
  
 
 
 
 
 
Figure 1 (Chart of Data Collection Procedure) 
Selecting beauty 
advertisements that 
contain beauty 
preferences. 
Categorizing beauty 
preferences in relevance to 
white supremacy 
Identifying texts and 
pictures/symbols which support 
the categories 
Further select 
representations of the texts 
and pictures/symbols for 
analysis 
 
 
 
 
 
 
4. Results and Discussion 
Data showed three levels of analysis, namely linguistic analysis, intertextual analysis, and ideological 
analysis. 
4.1. Linguistic analysis 
For this section, there were two main analytical objects to reveal the implicit messages that show 
related racial issues with white supremacy. The messages were identified from the use of vocabularies 
or dictions, as well as the relationship between the texts and images. There are three examples for such 
analysis: 
The first example is shown below:  
 
 
Figure 2. Glowing skin and preference of white color in Dove soap bar advertisement (Source: 
https://web.facebook.com/watch/?v=1448745581908829 )  
 
In this example there is a combination of the text “glowing skin” and the preference of white color in 
the advertisement. The combination of use identified a certain preference of beauty towards white-
oriented portrayal. In more detail, the advertisement uses "reveal beautiful glowing skin" is the tagline. 
The ad had shown a white woman with a picture of bar soap. With a little challenge from Dove who 
says "Use Dove bar for 7 days and upload your photo on www.facebook.com/Dove " under the image 
of bar soap has made interesting ads. The text in the ad shows two adjectives, one verb, and one noun. 
Based on the dictionary [3] the meaning beautiful has the quality of beauty: aesthetically pleasing 
pleasure. Meanwhile, shining means to shine with or as if with great heat. Express the meaning of 
making (something secret or hidden) in general or generally known. Therefore, beautiful words cannot 
be separated from images, what aesthetically pleasing pleasures are made for public advertising. 
Added by the word shine which means that the shine associated with the image will reveal how 
glowing skin will look. "Revealing beautiful glowing skin" and model images have influenced 
people's mindsets when they see them. Such text and its relationship to images will be stored in 
people's short-term memory that is the most ideal image of beauty as displayed by advertisements, 
white women with glowing skin from white. Then, such large-scale advertising will be stored in long-
term memory to become a mental model or social cognition afterwards [1,2]. Grammar analysis shows 
the tagline "Express beautiful glowing skin" uses simple present tense. Simple present tense is 
typically used for state of condition or for recurring/habitual actions. The tagline suggests the 
statement to be part of truth that occurs regularly or has become common knowledge. The 
advertisement also uses persuasive styles in the tagline. With persuasive style showed in the ad is 
confirmed by the absence of exclamation mark as the tagline is written as a statement. Readers who 
read the tagline are invited to reveal their beautiful luminous skin together using the product. This is a 
typical way to persuade people to purchase or choose the product. 
 
 
 
 
 
 
 
The second example is shown below: 
   
 
Figure 3. Unexpected beauty as indicated by Dove liquid soap advertisement (Source: 
https://www.dailymail.co.uk/femail/article-1390312/Soap-giant-Dove-accused-racism-body-wash-advert.html) 
 
The next image is an advertisement of Dove liquid soap. In the advertisement, there were three women 
arranged from left to right before as a comparison over the three women. The problem is the three 
women come from three different races. The far left are black African Americans, and Latin 
Americans in the middle, then white Americans or Caucasians on the right. Before it turned out to 
show black women that meant it was apparently a situation when a woman had not used soap. His skin 
is dark like an African American woman. After using soap, her skin gradually turned white like white. 
The text below the picture says "Skin that looks more beautiful than the most unexpected place - your 
shower" has driven the mindset of people about beauty. "Visible" means that it can be seen based on 
the dictionary [3], so that means the ad wants to tell the public about what skin or skin color will look 
like to see that can be said in other words: "what skin color will be attractive or eye catching for 
people." The text cannot stand alone without other compliments, such as the picture in this case, the 
expression "Skin that looks more beautiful" and the previous picture - after comparison has shown the 
public about white supremacy that whites are the most beautiful skin than others. The scheme will 
affect people's long-term memory because this is a very unusual advertisement when racial problems 
are presented frontally to the public by showing a brave image. Therefore, of course it will stick to 
people's memories, then influence people, especially people from other races that are not presented in 
the picture to perceive beauty. "Skin that looks more beautiful than the most unexpected place - your 
shower" it is also a simple form of clock present, this is a statement made to help at the reader amazed. 
The word "unexpected" will make people wonder what it is until the answer appears in the words 
"take a bath". A shocking statement because this will make people more interested because they are 
curious about the statement. 
 
The third example is as below: 
 
 Figure 4. Transformation of beauty is from black to white in Dove liquid soap advertisement (Source: 
https://web.facebook.com/naythemua/videos/1665331593517198/?v=1665331593517198 ) 
 
 
 
 
 
 
The picture above is the printed version of the video advertisement from Dove liquid soap. This is not 
verbal advertising presented in 30 seconds of video, but this video clearly shows high racism by 
showing black women who change through the movement of removing their shirts to white with Dove 
products next to them. If the action is put into words, one interpretation can be read like this: "If you 
want to whiten your skin, this soap is the answer" by showing a truly unwise example through racial 
comparison that hurts certain races. For this ad, there is no tense analysis because this ad is a video 
without visual or verbal words, so researchers cannot analyze this ad based on tense or grammatical 
things.  
4.2. Linguistic analysis 
Pictures of white models and texts have revealed discursive components and conditions that show 
white supremacy. From the table above, it can be concluded that white women have dominated 
advertising. The white woman was divided into several races: 11 Caucasian races, 2 Asians 
(Mongoloid), and 2 Indians. White women from Caucasian race are still the majority. All images are 
supported by words. The words used by these 15 ads legitimize white superiority by stating that white 
is more beautiful, shining, perfect, and so on. There are even two cases in the study that show racist 
messages by comparing three women from various races (Fig. 3) and displaying videos that demean a 
race as the lowest race (Fig. 4). Words and images are components that lead to discursive conditions 
of white supremacy. 
Table 1. Intertextuality analysis from 15 printed advertisements 
No Image used Words used 
1 Fair-skinned woman (Asian/Mongoloid)  Beautiful, glowing  
2 Black, Latina, and  White woman (Caucasian)  Before, after, visibly, more, beautiful 
3 Black woman (African American) and White 
woman (Caucasian)  
No (video without sound)  
4 White woman soft, smooth, beautiful 
5 White woman(Caucasian)   shine 
6 Fair-skinned woman (Indian)   shine 
7 Fair-skinned woman (Indian) shine, silky 
8 Fair-skinned woman(Caucasian) radiant, better, color 
9 Fair-skinned woman(Caucasian)   long, beautiful 
10 Fair-skinned woman (Caucasian) lighten and brighten 
11 Fair-skinned woman (Caucasian) glow, pearlescent, luminous, brighter 
12 Fair-skinned woman (Caucasian) perfect, luminous 
13 Fair-skinned woman (Caucasian) glow, perfectors, winning 
14 Fair-skinned woman (Caucasian) glammed, clean, beautiful 
15 Fair-skinned woman (Caucasian) longer, stronger 
The white model image and text have revealed the components and discursive conditions that show 
white supremacy. From table 1, it is concluded that white women have dominated the advertisements. 
Those white women are divided into some races: 11 Caucasians, 2 Asians (Mongoloid), and 2 Indians. 
White women from Caucasian race are still majority. All the images get supported by words. Words 
that are used by those 15 advertisements legitimate the superiority of the white by stating that the 
white are more beautiful, glowing, perfect, and so on. The words and images are the components 
which lead into a discursive condition of white supremacy. 
4.3. Ideological Discourse Analysis: The Influence of The White – Dominated Ideology on 
Advertisements 
In this section, researchers will find out what ideology the ad tries to share. The ideology in the 15 
advertisements will reveal the consequences of white supremacy. To find the ideology of beauty 
advertising, an analysis of ideological discourse [1,2] was applied. Through descriptions of self-
 
 
 
 
 
 
identity, activity descriptions, description of objectives, descriptions of norms and values, descriptions 
of positions and relations, the ideology behind them can be examined. 
4.3.1. Description of Self Identity 
Of the 15 beauty ads that consist of hair and skin care ads, it was concluded that white is the most 
perfect race in the world. Fig. 3 and Fig. 4 give us a glowing picture of the perfection that the 
advertisement wants to share with the public. Through advertising, the ideology that is dominated by 
white color is conveyed by showing that the most perfect and desirable skin color is white. Not only 
through images that praise one race and bring down another race, text, in terms of words or diction it 
also shows white perfection, and encourages people's thinking for it. "Perfect", "shining", "shining", 
"beautiful" are words that create white supremacy in the ad. 
4.3.2. Activity Description 
Through the analysis of 15 advertisements above, it is clear that the advertisements are intended to 
influence people's mindsets about the most beautiful appearance. The connection between the image of 
the white model and the words that encourage images has gently entered people's memories through 
massive advertising bombings in society. Because of the frequency, the data that has been in people's 
memories will become long-term memory. Long-term memory will have an impact on others which 
will then influence the way people think, how people perceive something, and what people want 
afterwards (Van Dijk, 2015, p.66). "What people want" or the desire to be what they see is the main 
function of advertising. Because desire, aversion and inferiority are formed into one race. 
4.3.3. Description of Purpose 
The purpose of each ad above is to influence people's mindset about how beauty looks ideal. This goal 
can be seen through the relationship between images and text in each of the fifteen ads above. Words 
as "Perfect", "shining", "shining", "beautiful" and images of Caucasian female models as stimulating 
for Asian or other race women to have white skin by buying products offered by advertisements.  
4.3.4. Description of Norms and Values 
The value in the ad is the value of white supremacy. White supremacist values built on the foundation 
of racial perfection that will produce a display or the most ideal appearance in this case. Words as 
"perfect", "shining", "bright", "glowing", "beautiful" and the existence of images have shown white 
supremacy that will affect people's minds to see the perception of beauty. Since then, beauty must be 
white, shiny, have long and smooth hair, or even blonde hair. 
4.3.5. Description of Positions and Relationships 
Through these 15 ads, it is known that white is higher than any race. This is especially obvious, when 
pictures 2 and 3 show how white people see themselves. "Before - after" comparisons in 
advertisements do confirm discrimination that still occurs in certain countries. Black women are 
positioned on the far left as "before", then latin women in the middle, and white women on the far 
right as "after". The tagline that supports images, indirectly tells those who read that women on the far 
left of black women are the least preferred beauty compared to other fairer or lighter colored skin. 
"Skin that looks prettier ..." is connected with an image that shows a comparison before - after. Before 
meaning when you haven't used the product, and your skin is still black. Then, when you use the 
product, your skin will turn white gradually, and become much more beautiful with white skin than 
blacks like those of previous African Americans - pictures. This is what the mind will continue from 
the illustration even though beauty cannot be honestly assessed by facial skin. 
 Fig. 3 shows a video ad showing the same thing as Fig. 3. In the video, a black woman takes off her 
clothes and when her shirt has been removed from her body, her skin turns white, she turns white. 
With the product beside the woman, advertising implicitly tells people that race is the best and which 
race is the worst. 13 other ads above also show the same thing through the connection between images 
and text. Words as "light", "perfect", "shining", "glowing", "more", etc. have injected thoughts about 
which are the best views based on race references. Through these 5 descriptions in Ideological 
 
 
 
 
 
 
Discourse Analysis, it is concluded that the consequences of white supremacy in advertising cannot be 
ignored. White supremacy, consciously or unconsciously, is intended to be theirs and other beauty 
advertisements around the world through online media or the press. The intended meaning through 5 
descriptions will create superiority to one race and inferiority to another race. This advantage - the 
inferiority effect can be mental colonization, or colonizing through mentality. This present study also 
reveals the premise of social engineering, in which human mindset can be changed, and all aspects of 
humans including perceptions that influence behavior are prone to change [8,10]. 
5. Conclusion and Implication 
From the first to the fifteenth advertisement, it was identified that fairer skin and white-Caucasian 
women were more prevalent as beauty ideals. Also, this critical and ideological discourse analysis 
finds real or direct racism in some of the 15 advertisements. Direct racist advertisements were also 
found as stigmatization of one race through words and images are identified. Components (images and 
text) that show discursive conditions of white supremacy do exist. Not only components, the 
consequences of white supremacy from these advertisements can also be found. Through a description 
of self-identity, activity description, description of objectives, description of norms and values, 
description of positions and relations, meaning intended that the reader of the impact is revealed. The 
white color is described as more beautiful and perfect because the use of words leads to the point of 
view. By doing that, the purpose of the advertisement becomes clear now. They want to influence 
people's mindsets about how beauty looks ideal. 
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